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This study examined personal, social, and team motives
associated with the consumption of televised sports (CTS)
while taking into consideration market constraints variables.
Research participants (N = 304) were university students who
responded to a questionnaire that consisted of four segments:
(a) watching televised sports, (b) motives for watching
televised sports, (c) situational constraints, and (d)
demographics. Semi-structured interviews as an ad hoc study
were conducted with additional 22 frequent viewers of
televised sports to ensure inclusion of all relevant factors
affecting CTS. Multiple regression analyses revealed that self,
team, and social motives were significant factors (p < .05)
related to CTS. Two situational factors (weather and ticket
availability) were found to have a significant (p < .01) impact
on the CTS. Findings from the interviews further revealed that
four conceptual themes affected CTS: individual-related
factors, team-related factors, event-related factors, and media
features.

INTRODUCTION
Revenue streams for sports have evolved over time; yet, no other outlet has been more profound than
that provided by television. Likewise, Rosner and Shropshire (2004) stated that “in most industries,
a revenue stream periodically appears that ultimately leads to a fundamental change in the way that
the industry conducts business” (p. 139), and the sport industry is no exception. NBC invested $1.27
billion in 2000 and 2002 to televise the Olympic Games, and additionally spent a record of $2.3
billion to secure the broadcasting rights for the Olympic Games in 2004, 2006, and 2008 (Shank,
2002). Annually, the networks of NBC, CBS, ABC, and FOX together generated over $5 billion in
televised sport programs that are primarily from prime time advertising, accounting for more than
70% of market share in the entire televised sport industry (Shank, 2002). Income from broadcasting
has provided sport organizations with needed funds for their operations. For example, in recent
years the national television networks generate an annual average of $3.7 billion for the National
Football League (NFL; Pedersen et al., 2007). Media interest in college sport has also been
noteworthy. For example, CBS entered into a six-year $11 billion contract to televise the National
Collegiate Athletic Association (NCAA) football and basketball events (Shank, 2002).
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According to Coakley (2007), the relationship between sport and broadcasting is reciprocal. Each has
influenced and depended on each other for its popularity and commercial success. Broadcast media
emphasize sport entertainment in the form of action and drama, offer play-by-play descriptions and
interpretations, and provide immediacy in coverage of on-the-spot action. Without broadcasting, the
popularity of many spectator sports would be seriously limited. Mass spectator sports have a special
dependence on television (TV) for direct revenue, publicity, and athlete income. Some sports have to
change rules, schedule, package, and presentation in order to accommodate TV broadcasting.
Consequently, sport has formed a symbiotic partnership with the television media such that sport
organizations generate substantial amount of profit from selling the rights of televising their games
to broadcast entities. Then, the broadcast entities utilize sport as a vehicle to attract advertisers and
access demographically attractive audiences with significant buying power (Shank, 2002; Rosner and
Shropshire, 2004).
Notwithstanding the increasing importance of TV to the business of sport, studies on factors that
motivate individuals to consume televised sport programs are still lacking. Especially, there has not
been abundant research that incorporates both motives and situational variables concurrently.
Therefore, this study was designed to examine personal, social, and team motives associated with
the consumption of various televised sport events while taking into consideration the moderating
influence of key situational (market constraint) variables.
LITERATURE REVIEW
Viewing sporting events on television is not an accidental phenomenon, and to some extent, it differs
from viewing live events (Prisuta, 1979). Broadcasted sport events are generally referred to as
“mediated products”. Meanings and ideas of broadcasting producers, directors, camera operators,
editors, and commentators are inserted between the live events and broadcasting audience. Through
complex articulation of technical, organizational, social, cultural, and political factors, the live event
is often encoded to present a meaningful discourse of "lived culture" (Jhally, 1989). Sport
broadcasting falls in the middle of three principal sets of general broadcasting practices: journalism,
entertainment, and drama. Sport journalism involves locating, selecting, ordering, and ranking
immediate events within frames of social reality reference. Entertainment involves offering pleasure
through action packed programs, aesthetics, stars, and many other psychic and social dimensions.
Drama continues to reinforce the entertainment value of sport broadcasting through tension, stress
on action, and unpredictability (Whannel, 1992). Through these descriptive and interpretive formats
of communication, sport broadcasting functions to perpetuate dominant ideological viewpoints and
reinforce the established social order and reigning consensus (Bailey and Sage, 1988).
Consumers of a sport event and its broadcasting have many similarities in their psychological
profile, such as team identity and image, anxiety and arousal, and leisure orientation (Eastman and
Riggs, 1994; Gantz and Wenner, 1995). Therefore, spectator experiences through the sport
broadcasting media may present some comparability with game attendance. Compared to
“broadcasting media audience”, live game attendants experience firsthand crowd behaviors. While
broadcasting cannot adequately cover spectator behaviors/responses, it often excels in covering the
game event. Broadcasting media audiences enjoy greater flexibility of viewing setting, more flexible
environment for discursiveness and socialization, and advanced broadcasting technology, such as
instant replay (Duncan and Brummett, 1989). Bryant et al. (1982) indicated that broadcasting
commentary plays an important role in preparing, summarizing, and providing information to the
broadcasting audience.
Gantz and Wenner (1995) examined audience experience with television sports on the basis of
fanship, which was defined in terms of sport knowledge, interest, viewing experience (live and
televised), literature reading, and participation. The relationships between fanship and its
constructs are reciprocal: sport commitment defines the level of fanship which in turn alters
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individual psychological and behavioral involvement. Avid fans were found to be more interested in
watching live and televised sports, had more knowledge of the sport, exposed more to televised sports
and news coverage of sports, and participated more in sport and exercise activities. Fanship was also
found to be positively related to motivations capturing true interest in sports and psychic
involvement in viewership, concomitant behaviors and particularly affective responses, and
postviewing behaviors and responses. Sullivan (1991) also found that fans were less likely than
nonfans to be influenced by dramatic commentary in their appreciation of play, perceptions of player
hostility and violence, and perceptions of how the game was won and lost. Fans were of higher
enjoyment, involvement, and interest of the game.
According to Zillman et al. (1989), televised game spectators participate vicariously when watching
events and contests; therefore, some of their primary motives, behavioral consequences, and benefits
may be to some extent resemble those of sport participants and live event spectators. Watching
televised sports is somewhat a transformed form of spectatorship; thus, it is reasonable to infer that
factors motivating live sport spectatorship in general may be in various ways of influencing
spectating via the media. Logically, it may not be uncommon for researchers to use the premise of
the motives that influence live sport spectatorship as a basis for examining motives for television
sport viewership.
General Motivation Theories
Motive is defined as “a factor or circumstance that induces a person to act in a particular way” (The
Oxford American Dictionary of Current English, 1999). This definition implies that individuals
realize need or desire in their daily lives, and subsequent behavior may occur due to the realized
need or desire. Various theories provide explanations for the realization of need or desire that are
either internally or externally derived. These include, but are not limited to, Maslow’s need
hierarchy theory, identity theory (Stryker, 1968), and affiliation theory (Murray, 1938). Maslow’s
(1943) need theory indicates that there are five hierarchical tiers of human needs that drive
behaviors. Such needs include physiological need, safety need, love need, esteem need, and self
actualization need in low to high order. Lower level of need should be fulfilled in order to advance to
higher level of need, meaning that when physiological need, safety need, and/or love need are
gratified, an individual will be motivated to seek esteem or self actualization need. It is very likely
that a person will engage in an action as a means to gratify the absent needs. An individual may
raise his/her self-esteem by watching televised sport events because the person can accumulate
knowledge of games, teams, and players from that experience. The individual with accumulated
sports knowledge will be more likely to be accepted in the conversation with others as well, which in
turn will raise self esteem, and vice versa.
Identity theory is often studied to explain role-related behaviors (e.g., Cialdini et al., 1976; Stryker,
1968, Vinson et al., 1977). This theory implies that individuals who identify with a team would be
motivated to make decisions that positively reinforce this identity. Subsequently, a person’s identity
is the motivating factor in a given situation and subsequently influences his/her behaviors that
would enhance one’s identification. Individuals who strongly identify with a sport team would make
decisions to enhance their psychological associations with their favorite team(s) through various
means of sport consumptions, usually including game attendance and television viewership.
According to Murray’s (1938) original work on affiliation, individuals with greater need for affiliation
tend to engage in interpersonal relationships and accept approval from others. Murray described
that individuals realize need for affiliation on the basis of socially driven benefits. Hill (1987) further
explained them as social rewards that usually include stimulations associated with interpersonal
closeness, attention or praise, reduction of negative affect through social contact, and social
comparison. This affiliation theory is useful to explain viewership motivations in that individuals
may watch televised sporting events with the presence of others for the reason that various types of
social rewards facilitate their behavior. Numerous researchers (e.g., Zhang et al., 2004) indicated
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that a sense of being affiliated with a social group and interactions among spectators of same or
similar affiliation add to the entertainment value of sport games. Affiliation reflects the mutual
relationship between socialization and spectatorship: spectators socialize into and through sport
spectating. The reactions spectators have on other spectators are a major factor contributing to the
excitement of sport spectatorship.
Uses and gratifications (U and G) theory is one of the widely adopted mass communication theories.
The central focus of this theory is on the audience, rather than the message itself (Katz, 1987;
McQuail and Windahl, 1981). Studies applying the U and G approach inquire about what people do
with media rather than what media do to people. There are two distinctive orientations embedded in
the U and G theory: passive and active audience (Zillman and Bryant, 1985). The theory primarily
assumes that audiences take an active role in selecting and integrating media to fulfill their needs
and gratifications (Ruggiero, 2000). Passive audiences often seek entertainment, relaxation,
diversion, or escape while active audience often seek knowledge acquisition, interaction, social
acceptance, and self esteem as major driving purposes (Ruggiero, 2000). Despite its wide acceptance
and usage in mass communication studies, Rubin (1994) brought the questioned that the U and G
theory’s active audience assumption may not be true at all times. In other words, audience may
choose to watch televised sports simply because there is nothing else to do or just by chance (e.g.,
impulse decision).
Spectator Motivation Theories and Limitations
These aforementioned theories collectively contribute to the understanding of spectator motives from
different perspectives; conversely, merely applying any single theory may narrowly focus on one or a
small number of facets, thus inadequately explaining very complicated human behaviors. It would be
constructive if multiple facets of motives, such as self, social, or team motives, could be incorporated
into one study and be examined simultaneously.
Self motives. Self-motives are believed to be originated from the internal element of each
individual’s personal motivation boundary. Of various self-motives as outlined in Maslow’s (1943)
need theory, self-esteem and self-actualization represent common human pursuits in modern society.
Self-esteem refers to global feelings of self-worth, or a generalized feeling of self-acceptance,
goodness, worthiness, and self-respect (Wylie, 1979). Richman and Shaffer (2000) explained that the
more a person participates in pre-college sport, the higher the person’s self-esteem. While previous
research findings have revealed positive correlations among sport participation, spectatorship, and
self-esteem (Kahle, Duncan, Dalakis, & Aiken, 2001; Kahle, Kambara, & Rose, 1996; Milne and
McDonald, 1999; Wann, 1995), studies that explore the interrelationship between self-esteem and
consumption of televised sports are still lacking. Wann et al. (2000) explained that self esteem alone
does not impact one’s decision of whether or not to present himself or herself as a fan of a particular
sport team. Another dimension of self, self actualization, should also be considered. According to
Maslow (1943), self actualization is one’s desire and/or tendency to become actualized in what he/she
actually is or believes to be. Kahle et al. (1996) supported this notion that fans have intrinsically
derived values such as self-definition and self-expressive experiences by associating themselves with
sports and sport teams. As such, an individual may possibly accomplish self-actualization through
vicarious achievement when he/she is identified with a team or an athlete. Self-motives do not exist
in isolation as they may be related to other motives as well.
Social motives. Sport is typically a socially consumed product and thus, it is likely that consumer
motives for sport spectating are also socially rooted in such a way that they are externally derived in
association with the presence of referencing to significant others. Social motives are the stimuli that
are developed in interaction with elements that are beyond the scope of a person’s immediate self
perception. Social facilitation is one aspect of such social motives. According to Guerin (1993), “social
facilitation occurs in the presence of another person but only if the other person does not reinforce
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the behavior, show how it is done, set a performance standard…” (p. 1). Similarly, a second (and
related) social motive likely to influence sport media consumption is affiliation. Thomas and Andes
(1987) referred to affiliation as the action of associating or belonging to the other. Sid and Lindgren
(1982) pointed out that when someone’s behavior is motivated by the need to affiliate, that person is
oriented toward others, rather than toward the self. Such behavior aims to please others, which
creates bonds of affection and loyalty. Logically, enjoyment of watching televised sport events is
affected by the social interactions and affiliations nurtured and created through the presence of
others and/or sharing sport consumption experience with others.
Team motives. The emotional involvement and perceived connection among a sport team, the
community that the team represents, and the consumers residing therein are unique to sport (Kahle
et al., 1996). Sport consumers frequently exhibit loyalties to their favorite teams or athletes. Teamassociated motives may therefore influence the manner in which consumers watch the respective
teams on TV. Within sport literature, two team motives, team identification and vicarious
achievement, have received most research attention. According to Wann (1997), team identification
involves fans’ psychological connection to a team. Wenner and Gantz (1998) asserted that the
strongest motive for watching televised sports concerns one’s identification with the team against the
competitors. When fans watch a sport event, they are motivated by who wins and how their favorite
team performs. Related to team identification is vicarious achievement, which refers to the manner
in which consumers experience the performance and outcomes of a team indirectly. Branscombe and
Wann (1991) noted that when someone is strongly identified with a specific sports team, that person
is buffered from feelings of depression and alienation, and gains a sense of belonging and self-worth.
Gantz (1981) explained that when a player or team does well, the fans share the success and may
feel as though they are a contributing agent to the good performance. Based on these collective
findings, it is speculated that the level of sport media consumption may be influenced by the
opportunity for an individual to gain sense of achievement vicariously through their identification
with the successful sport teams, whose events are broadcasted on TV.
Situational Factors
In addition to personal, social, and team motives that likely influence the consumption of televised
sport events, there could be a myriad of structural or situational factors that consumers are
constrained to media sports (Zhang et al., 1997, 2001, 2004). In other words, although an individual
may be highly motivated to attend live events, it is possible that the individual may experience a
situation that forces him/her to seek an alternative form(s) of consumption if the person still desires
to fulfill the need of spectating sports. Such situational difficulty is considered a constraint, which is
an involuntary condition of being checked, restricted, or compelled to avoid performing some action
(Zhang et al., 1998).
On the other hand, presence of certain situational factors may facilitate the consumptions of sport
via the media rather than consumption via spectating a live event (Zhang et al., 1998). These
situational circumstances press the need of studying constraint variables associated with televised
sport viewership particularly when constraints are studied together with consumer motives due to
potential interaction effects. A number of researchers have indicated that the role of constraints as
behavioral impediments, both internal and external, is evident in human leisure behaviors (e.g.,
Gilbert and Hudson, 2000; Kim and Chalip, 2004). Kim and Chalip organized different types of
constraints into three categories: intrapersonal constraints (e.g., concern for bad weather and safety),
interpersonal constraints (e.g., absence of reference groups for activity and burden for family
commitments), and structural constraints (e.g., cost, time availability, accessibility). Based on this
notion, situational factors that are influential in the consumption of televised sport events may
include such constraints as an individual’s time availability, availability of tickets, cost of tickets,
reference group members, accessibility to event location and facility, and weather conditions. These
factors may directly (or indirectly) affect sport media consumption as there can be situations that an
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individual is limited with options. When a situation is favorable toward the adoption of watching
televised sports, the action is more likely to be activated. In contrast, when the situation is less
favorable for consuming a televised event, the action may not be successfully activated.
Research Questions
We purported to examine personal, social, and team motivations associated with the consumption of
various televised sport events while taking into consideration the moderating influence of key
market constraints variables. Specifically, we sought to answer the following research questions:
Primary research question: To what extent do self, social, and team motives influence the viewership
of televised sports?
Secondary research question: Does the influence of self, social, and team motives differ among
various types of televised sports?
Tertiary research question: Do situational factors moderate the impact of motives on the viewership
of televised sports?
METHOD
Participants
Research participants (N = 304) for this study were university students enrolled in sport and fitness
courses at a large mid-western university. University students represent a very unique consumer
segment that has high level of sport consumptions of various forms (e.g., Simmons Market Research
Bureau, 2007; Trail and James, 2001; Wann, 1995). A majority of the respondents were male (57%),
undergraduate students (92%), age between 21 and 25 years old (54.3%), Caucasian (78%), domestic
students (87%), and resided in off-campus housing (59%). Participants who were not equipped with
both major network and cable television connections were excluded. Overall, the sample
proportionally represented the student population of the entire university.
Instrumentation
Using several existing scales, a questionnaire was developed that included four segments: (a)
consumption of televised sports, (b) motives, (c) situational variables, and (d) demographics. Items
were borrowed from existing scales including Wann’s (1995) Sport Fan Motivation Scale (SFMS),
Trail and James’s (2001) Motivation Scale for Sport Consumption (MSSC), and research findings on
sport motivation by Milne and McDonald (1999). The consumption section contained 12 questions
assessing the overall level of watching sports on TV and frequencies of watching various combined
categories of sports on TV including team sports, individual sports, men’s sports, women’s sports,
national sports, local sports, extreme sports, traditional sports, professional sports, and collegiate
sports. The motive section contained 15 items under three dimensions, with two factors representing
each of self, social, and team motive. The self motives were self actualization (3items) and self esteem
(2 items); the social motives were social facilitation (3 items) and affiliation (2 items); and the team
motives were team identification (2 items) and vicarious achievement (3 items). The situational
variables included six items: time availability, ticket availability, ticket price, event accessibility,
weather conditions, and reference groups. The respondents were asked to rate how each variable
influenced their decision to watch televised sports. An open-ended question was included for
respondents to comment on additional factors that might have influenced their consumption of
televised sports. Overall, items were measured using 7-point Likert-type scale.
Procedures
A test of content validity was conducted by a panel of experts consisting of four sport management
faculty members. The panel members examined domain relevance, representativeness, and clarity of
each item. Based on their input, minor revisions and improvement were made, which were primarily
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related to wording clarity. Using a standard of 75% agreement among the panel members, items in
the questionnaire were finalized. To assess the internal consistency of the motives, a pilot study was
conducted by administering the questionnaire to a sample of students (n = 54) enrolled in two
undergraduate sport marketing courses at a major southeastern university in the U.S. The motives
displayed good internal consistency, with all of the Cronbach’s alpha coefficients ranging from .77 to
.91 (see Table 1).
To extend the scope of the selected factors and their items that were examined in the current study,
we additionally conducted one-on-one semi-structured interviews (interviews lasted for 15 to 40
minutes). We first recruited additional 22 individuals who declared as an active viewer of televised
sports through oral and written announcements in sport management and marketing classes.
Interviews were conducted with four guiding questions asking about factors that influence their
viewership of televised sports: (a) Can you tell us about the types of motives (internal factors) that
affect your decision to watch sporting events on TV? (b) Can you tell us about the types of situational
(external) factors that affect your decision to watch sporting events on TV? (c) Does uniqueness of TV
medium itself (e.g., camera angles, instant replays, announcer commentary, etc.) affect your decision
to watch sporting events on TV? and (d) Are there other factors that might affect your decision to
watch sporting events on TV?
Data Analyses
Using SPSS 11.5 program (SPSS, 2007) and the EQS program, descriptive statistics were calculated
for the consumption, motive, situational, and demographic variables. A confirmatory factor analysis
(CFA) was conducted to examine the construct validity and composite reliability of the motives.
Cronbach’s alpha coefficients were calculated to examine the internal consistency of the motives.
Inter-factor correlation was examined, and multiple regression analyses were conducted to examine
the extent to which the motivation and situational factors influenced the viewership of televised
sports. Especially, to observe interaction effect of situational factors on the relationships between
motives and the viewership of televised sports, product terms were created between motives and
situational factors and used in regression analyses.
RESULTS
Research findings are presented in the following three sections (a) descriptive statistics and
measurement properties, (b) impact of motives on the consumption of televised sports, and (c)
supplemental findings from interviews.
Descriptive Statistics and Measurement Properties
Social motives were of the highest mean scores, followed by the team motives; whereas, the self
motives had the lowest mean scores (see Table 1). Multivariate normality distribution of the motives
was examined. Skewness and kurtosis values ranged from |.06| to |.88| and |1.21|to |.154|,
respectively, which were within the criterion of +2.0 indicating establishment of normality among
the variables. Additionally, variance inflation factor (VIF) and tolerance (TL) for the factors were
examined, which met the suggested criteria VIF < 10.0 and TL > .10, indicating that the data
analyses was free from multicollinearity (Hair et al., 1998). Derived from the CFA [RMSEA = .075
(90% CI for RMSEA = .062, .087), CFI = .964, SRMR = .055, and χ2/df = 2.69], the average variance
extracted values reached the .50 cut-off level (Fornell and Larcker, 1981; Hair et al., 1998) in all six
motives. Item-to-total correlations ranged from .65 to .87. These findings collectively indicated sound
construct reliability of the motives. Cronbach’s alpha ranged from .77 to .91, indicating adequate to
high internal consistency within each of the six motives. Discriminant validity of the factors was
evidenced in that no factor correlations were higher than .85 (Kline, 2005).
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Based on the mean scores (see Table 2), team sports were watched most frequently on TV, which
included such sports as football, basketball, baseball, volleyball, and soccer. Men’s sports such as
golf, football, basketball, soccer, and tennis were most popular. Conversely, women’s sports (e.g., golf,
basketball, soccer, and tennis) and extreme sports (e.g., snow board, snow skiing, skate boarding,
water skiing, motorbike show, bike show, and roller blade) were least watched. Time availability (M
= 4.79, SD = 1.76) was the most influential factor for the participants when making a decision to
consume sports on TV; whereas, weather condition was considered the least influential (M = 3.74,
SD = 1.87; see table 3), being consistent with the characteristics of university students. Further,
intercorrelations among all variables were calculated to detect potential issues associated with
multicollinearity. No coefficients were above Kline’s (2005) .85 threshold, indicating mutual
independence among variables (see Table 4).
Table 1
Mean, Standard Deviation, Skewness, Kurtosis, Average Variance Extracted, Item-toTotal Correlation, and Cronbach’s Alpha for the Motives
α
Motives
M (SD)
Skewness
Kurtosis
AVE
ra
Self-motives
Self-actualization
3.13 (1.41)
.457
-.154
.80
.78
.91
Self-esteem
2.85 (1.47)
.670
-.171
.84
.84
.90
Social-motives
Social facilitation
5.19 (1.27)
-.883
.597
.57
.65
.85
5.13 (1.34)
-.756
.162
.67
.67
.77
Affiliation
Team-motives
Vicarious achievement
4.68 (1.57)
-.528
-.389
.72
.72
.86
Team identification
4.68 (1.75)
-.579
-.658
.72
.70
.85
Note. a = item-to-total correlation (only lowest values are presented).
Table 2
Means, Standard Deviations, Skewness, and Kurtosis for the Types of Sports Watched on
Television
M (SD)
Skewness
Kurtosis
Types of Sports
Team sports
5.59 (1.54)
-1.184
.773
Men’s sports
5.51 (1.70)
-1.124
.340
Collegiate sports
5.33 (1.79)
-.974
-.104
Professional sports
4.93 (1.95)
-.733
-.683
National sports
4.37 (1.74)
-.203
-.913
-1.310
Traditional sports
3.76 (2.07)
.126
Local sports
3.58 (1.87)
.166
-1.100
Individual sports
3.60 (1.73)
.123
-.958
Extreme sports
2.99 (1.65)
.591
-.451
Women’s sports
2.71 (1.53)
.827
-.034
Table 3
Means, Standard Deviations, Skewness, and Kurtosis for Situational Factors
Situational Factors
M (SD)
Skewness
Kurtosis
Time availability
4.79 (1.76)
-.650
-.474
Reference groups
4.35 (1.73)
-.366
-.624
Ticket availability
4.12 (1.99)
-.324
-1.146
Ticket prices
4.11 (2.04)
-.281
-1.205
Accessibility
3.76 (1.93)
.062
-1.148
Weather conditions
3.74 (1.87)
-.069
-1.167
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Table 4
Zero-order Intercorrelations among Motives and Situational Factors
SA
SE
AF
SF
TI
VA
S1
S2
S3
S4

Factors
SA
SE
.78**
.34**
AF
.38**
.28**
.78**
SF
.32**
.35**
.56**
.47**
TI
.45**
.43**
.63**
.55**
.78**
VA
.49**
.17**
.17**
.16**
.06
.14*
S1
.18**
.08
.07
.09
.00
.00
.52**
S2
.14*
.15**
.17**
.12*
.22**
.24**
.59**
.49**
S3
.20**
.11
.27**
.27**
.26**
.24**
.32**
.39**
.41**
S4
.17**
.15*
.09
.05
.11
.14*
.41**
.40**
.42**
.31**
S5
.14*
.20**
.05
.07
.24**
.28**
.22**
.34**
S6
-.05
.00
.12*
Note. * Significant at the .05 level (two-tailed); ** Significant at the .01 level (two-tailed).

S5

S6

.26**

Impact of Motives and Situational Factors on the Consumption of Televised Sports
Multiple regression analyses were conducted to examine the influence of motives and situational
factors on the frequency of watching televised sports. The analyses revealed a number of significant
findings. Multiple regression analyses further revealed that the combined set of independent
variables (six motives and six situational variables) collectively explained approximately 51% (R2 =
.507) of the variance in televised sport consumption (see Table 5). Overall, only Self Actualization
was statistically (p = .043) significant contributor to the relationship between motive and televised
sport consumption. Additionally, the Weather and Ticket Availability factors had a significant (p =
.014 and p = .04, respectively) impact on the frequency of watching televised sports. Furthermore, to
observe potential moderating effect of situational factors on the relationship between motives and
the chosen behavior, product terms were created and used in a regression analysis. More specifically,
variables were entered in the order of motives, situational factors, and then the interaction terms
between motives and situational factors. These were analyzed to see whether the relationship
between motives and the frequency of watching televised sports varies across the range of chosen
situations (i.e., time availability, reference groups, ticket availability, ticket prices, accessibility, and
weather conditions). It was found that for every one unit that lack of ticket availability increases, the
slope of social facilitation on the frequency of watching televised sports was predicted to increase by
approximately 1.4 units. Graphic presentation of three unparallel regression lines further supports
the presence of interaction effect of ticket availability on the relationship between social facilitation
and the frequency of watching televised sports (Figure 1).
Regression analyses were then conducted to examine the impact of self, social, and team motives on
the consumption of various types of televised sports. The R2 indicated that six motives explained
approximately 15 to 39% of the variance on the dependent variables. The coefficients for the six
motives and the top five popular sports (team sports, men’s sports, national sports, professional
sports, and collegiate sports) indicated that team identification had the most pronounced effect in
that it significantly (based on Bonferroni’s inequality rule, p value of .01 was applied instead of .05)
influenced the consumption of televised team sports, men’s sports, national sports, and professional
sports. The findings also revealed that vicarious achievement had a significant impact on
the viewership of collegiate sports (p = .006; see Table 6).
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Figure 1
Regression Lines Predicting Frequency of Watching Televised Sports from Motives by
Three Levels of Ticket Availability

Table 5. Multiple Regression Analysis of the Motives and Situational Factors on the
Frequency of Watching Televised Sports
Independent Variables
β
SE.B.
t
p
Self actualization
.240
2.035
.043
.661
Weather
.700
.158
2.470
.014
Ticket availability
-.591
.151
-2.060
.040
Self actualization × Ticket availability
1.254
.043
2.468
.014
Model Summary: (R2 = .507, Adjusted R2 = .415)
Note. Only variables that have significant impact are presented to improve readability.
Table 6. Multiple Regression Analyses of the Motives on the Consumption of Various
Televised Sports
Independent
Dependent
Adj. R2
R2
t
p
β
Variables1
Variables
Team sports
.389
.377
SA
.102
1.351
.178
SE
.005
.068
.946
AF
.089
1.113
.267
SF
.000
.001
.999
TI
.388
5.261
.000*
VA
.142
1.768
.078
Men’s sports
.356
.343
SA
.110
1.414
.158
SE
.040
.545
.586
AF
.063
.772
.441
SF
.019
.255
.799
TI
.314
4.143
.000*
VA
.171
2.078
.039
National sports
.153
.136
SA
.032
.355
.772
SE
.122
1.441
.151
AF
-.060
-.639
.523
SF
-.003
-.035
.972
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TI
.224
2.582
.010*
VA
.136
1.437
.152
Professional sports .250
.235
SA
.109
1.299
.195
SE
.032
.406
.685
AF
.214
2.415
.016
SF
-.024
-.291
.771
TI
.278
3.395
.001*
VA
.002
.027
.978
Collegiate sports
.378
.365
SA
.094
1.230
.220
SE
.002
.029
.977
AF
.053
.661
.509
SF
.143
1.933
.054
TI
.205
2.753
.006*
VA
.250
3.086
.002*
Note. Alpha level was adjusted from .05 to .01 to avoid Type I error. 1. SA = Self Actualization, SE =
Self Esteem, AF = Affiliation, SF = Social Facilitation, TI = Team Identification, and VA = Various
Achievement.
Supplemental Findings from Interviews
A post hoc qualitative study was conducted with 22 individuals who were active viewers of televised
sport events (14 were male and 8 were female). Themes and assertions derived from the interviews
were essentially consistent with the initial research questions that the current study sought to
answer. More specifically, the six motives emerged to be influential factors for the viewership of
televised sports. We further identified a number of other factors that were considered influential of
televised sports viewing behaviors, and these were categorized into four conceptual dimensions:
individual-related factors, team-related factors, event-related factors, and media features.
Participants revealed that they were more likely to watch televised sports for individual-related
reasons such as social acceptance (e.g., to keep up the conversation with others), peer pressure (e.g.,
many others think that watching televised sports is important), and variety seeking (e.g., ability to
do multi tasks while watching televised sports), and solitariness/privacy (e.g., participants also
choose to watch televised sports to enjoy themselves rather than physically attending a live sporting
event with many others). The participants further revealed that they were more likely to watch
televised sports for team-related reasons such as loyalty toward their favorite team(s), team
performance/record, community attitude toward the team, and community image of the team.
Participants also indicated that there were numerous important factors that were event or situation
specific, such as novelty of the game (e.g., championship games), refreshments (e.g., freedom to
prepare food and drink for watching the televised event), tailgating (e.g., a tradition while watching
televised sports), perceived crowdedness (e.g., participants expressed a concern for safety), and
alcohol beverage (e.g., participants expressed that drinking beer was a sort of tradition in watching
sporting events).
The participants revealed that they were more likely to watch televised sports for media-related
reasons such as pre- and post-game interviews (e.g., participants expressed that interviews with
athletes were something that enhanced their overall experience in televised sports), detailness (e.g.,
broadcasting features such as close view and multiple angles enhanced participants’ viewership of
televised sports), commercials, continuation of the program (e.g., participants expressed that “dead
time” in a stadium needed to be improved), and special television features (e.g., split screen). A
complete list of responses is presented in Table 7.
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Table 7. Supplemental Findings from Interviews: Factors influencing Viewership of
Televised Sports
Category
Relevant Factors
Individual-related
Skill/knowledge acquisition, supporting country, current participation of
athletic events, freedom (control to change channels), excitement,
personal association/affiliation, stress release, acceptance (to keep up the
conversation with others), peer pressure, general sports fanship, habitual
behavior (addictive), variety seeking, solitariness/privacy, aesthetic
appeal, and health (allergy)
Team-related
Loyalty to team, attitude toward the team, team performance/record,
importance of the team
Event-related
Importance of the game, social gathering, refreshments, tradition/culture,
physical remoteness/convenience, added bonus (ability to watch more
than one game in a similar time slot), novelty/uniqueness of the game
(e.g., championship game), extra cost, extra time spending (parking,
preparation, etc.), length of the season, tailgating, price of concessions,
comfortness (home environment), speed/tempo of the game (TV is
typically regarded as faster than live games in which it takes a while to
get started), perceived crowdness, safety, seat location in a stadium,
flexibility (doing multitasks simultaneously), bathroom, intensity of the
game (rivalry game), and alcohol
Media features
Program availability (out of mark game), detailness/close view,
broadcasting schedule (readiness of the game), commercials, pause and
slow motion function, high definition, camera angles, announcers’
commentary, MSG network, information updates, broadcaster (e.g.,
ESPN), tips from the professionals, rewind/instant replay, zoom function,
interviews (pre- and post-game interview and coaching staff’s comments),
continuation of the program (“dead time” at a stadium), sports
personalities, half-time show, half-time analysis, information (injury
report), graphics, highlights, and special features (e.g., split screen)
Note. Because all of the person-, social-, team-, and situational-factors that this study examined were
duplicated with the findings of these post hoc interviews, they were not listed in the table.
DISCUSSION
This study examined the extent to which motives (i.e., self-motives, social-motives, and teammotives) influenced college students’ consumption of televised sports. Peripheral to the influence of
the motives for sport media consumption, this study also sought to examine the types of sports that
college students watched on TV most frequently and the influence of situational factors (i.e.,
reference group, ticket availability, ticket price, time availability, accessibility, and weather) had on
the consumption of televised sports.
Types of Sports Frequently Watched on TV
The findings of this study revealed that team sports and men’s sports were most frequently watched
on TV by college students (i.e., both types of sports were watched frequently by 64% of the
respondents). In contrast, televised individual sports were watched less as it ranked eighth (i.e.,
14%) out of ten sport combination types. This finding was consistent with Melton and Galician’s
(1989) findings in that team sports such as football, baseball, and basketball were more preferred
(i.e., 47%, 23%, and 19%, respectively) over individual sports such as tennis, boxing, and golf (i.e.,
11% combined). Collegiate sports were watched more frequently than professional sports. This
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finding offers support for Wenner and Gantz’s (1998) contention that college sport consumers tend to
be motivated to see how their favorite team does and learn about players and the sport. This premise
was further supported by the findings in the multiple regression analyses, which will be discussed
further in later sections, revealing that team identification significantly influences the frequency of
students’ consumption of televised collegiate sports.
National sports and traditional sports were watched more frequently on TV than local and extreme
sports by a difference of 17%. According to Bennett, Henson, and Zhang (2003), extreme sports
(which are often referred to as action sports) were preferred over the traditional sports of basketball
and baseball among the Generation Y, individuals between the ages of 6 and 23 (who were born
between 1977 and 1994). The findings of this study contrasted the findings of Bennett et al. in that
extreme sports was the second least watched TV sports among college students. A plausible
explanation for this phenomenon is its relevance to the findings of situational factors of this study in
which we found time availability was most highly rated factor that affected the consumption of
televised sports. More specifically, college students in the current study might have been constrained
from watching their favorite TV sporting programs due to the lack of time availability related to
academic tasks they had to deal with. Similarly, lack of program coverage of extreme sports may also
result in the lack of a meaningful relationship. In contrast to the findings by Malonis and Selden
(1998), which indicated that Generation Y consumers enjoyed watching extreme sports on TV or
reading about them in magazines, the findings of this study indicated that college-aged population
(at least older than 18) might prefer to watch traditional sports more than extreme sports on TV.
The findings of this study also revealed that women’s sports were watched the least frequently on
television (M = 2.71, 5.9%). This percentage may be a function of the limited opportunities for
televised women’s sports. Although college and professional women’s sports have received increased
media exposure over the years, many women’s sports continue to struggle to receive adequate media
coverage, which undoubtedly has influenced the frequency in which consumers may watch them on
TV.
Motives for Watching Televised Sports
Consumers engage in viewing behaviors “to meet a variety of needs rather than simply relieve
boredom” (Prisuta, 1979, p. 273). The findings derived in the current study indicated that self, social,
and team related stimuli significantly influenced the college students’ consumption of televised
sports. The self, social, and team motives collectively explained 51% of the variance in the frequency
in which college students watched sports on TV. These results supported the notion offered by
Prisuta (1979) that viewing sport is not an accidental phenomenon, but may be a calculated behavior
driven by different motives and desires. The findings also revealed that among the motives
examined, the self motive of self actualization and the situational factors of weather and ticket
availability influenced the students’ general consumption of televised sports (approximately 44%,
49%, and 35% of the variance was explained, respectively).
Team identification had the most significant influence on watching various types of televised sports.
Team identification involves sport fans’ psychological connection to a sport team (Wann, 1997).
Wenner and Gantz (1998) argued that when fans watch a sporting event on TV, they are motivated
by “who wins” and “how one’s favorite team does” (p. 236). In the present study, team identification
was represented by such items as (a) I always watch the games of my favorite team and (b) the
success of my favorite team/athlete is important to me; thereby, these statements offer support for
the premise of Wenner and Gantz, who emphasized the importance of team success to individual’s
sport consumption motives. Kahle et al. (1996) argued that emotional involvement and perceived
connection between the team, the community, and the self were unique to the sport product.
Consequently, “an individual’s favored sports team provides ties with the larger social structure and
a sense of belonging in a society that consists of fewer community and kin relationship ties”
(Branscombe and Wann, 1991, p. 116).
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The multiple regression analyses revealed that self-actualization had a significant (p = .043)
influence on the frequency in which the students watched sports on TV. Although self-esteem was
not found to be significantly influential of televised sport consumption, this study did reveal
significant correlations (r = .78, p < .01) between self-esteem and self actualization motives. While
social-motives were not manifested statistically, it is possible that they exerted a latent influence on
the students’ motives for watching sports on TV (Earnheardt and Haridakis, 2008). Future studies
are needed to examine this speculation.
Wenner and Gantz (1998) indicated that different motives might influence the consumption of
different types of sports. The findings derived from the multiple regression analyses to examine the
manner in which the self, social, and team motives influenced the consumption of five televised
sports generally revealed that team identification exerted the most significant influence and
subsequently had the highest beta weights for each sport combination category. From a managerial
perspective, identification with a team or athlete is fundamental to overall marketing success
because this phenomenon brings benefits by either decreasing price sensitivity or performanceoutcome sensitivity (Earnheardt and Haridakis, 2008; Sutton et al., 1997; Milne and McDonald,
1999). Therefore, it may be inferred that if college students are highly identified with their favorite
teams, they may consistently watch more televised sports, and subsequently be willing to pay more
money for their favorite team’s merchandise and paraphernalia advertised during the televised
events. Moreover, such consumption may not be tempered by the performance of their favorite
team/athlete. Thus, fostering and promoting for team identification would be essential tasks for
sport organizations and media networks.
Situational Factors Influencing the Consumption of Televised Sports
To examine the consumption of televised sports beyond the influence of the motivational factors, the
respondents were asked to indicate the extent to which various situational factors influenced their
frequency of watching sports on TV. The findings derived from the regression revealed that weather
and ticket availability were two situational factors that had significant impact on the participants’
watching televised sports. This result implies that weather condition is an important factor that
derives more of televised sports consumption. However, its positive relationship between weather
and watching televised sports is somewhat surprising because normally it is thought that bad
weather condition boosts more of watching televised sports rather than attending games or vice
versa. We supposed a possible explanation for this result that participants might have automatically
assumed the weather factor as a constraint (bad weather condition). In contrast, the negative sign of
the beta coefficient in the ticket availability factor explain that lack of ticket availability increases
more of televised sports consumption.
Interaction effect between Social Facilitation and Ticket Availability was observed from the
regression. This would mean that expected change in the frequency of watching televised sports
based on the desire for social facilitation might be lower with lower ticket availability and higher
with higher ticket availability. This finding is very reasonable in that depending on the availability
of game tickets, viewers may perceive doability of social facilitation from game consumption (may be
by attending), and this further impact selection of televised sports over game attendance. However,
it is worth noting that a minimal R square change of .008 when the product terms were entered into
the regression analysis implies its non-significant impact on the dependent variable (frequency of
watching sports television).
Thomas and Nelson (2001) highlighted the merits of combining quantitative and qualitative
approaches to maximize the quality and validity of research investigations. In addition to
administering questionnaires, open-ended interviews were conducted in this study as a follow-up
procedure to ensure identification and inclusion of other variables that affect the college students’
consumption of televised sports. An additional sample of students was asked to comment on reasons
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influencing their sport media consumption that were beyond those factors already included in the
survey protocol. Obtained responses were grouped into four thematic categories: individual-related
factors, team-related factors, event-related factors, and media features. Of the reasons within these
categories, the students’ consumptions of televised sports were influenced by both the level of
competition and the team’s win-loss record. Relatedly, some of the students indicated that they
might watch televised sports more frequently if the level of the competition is high (i.e. a
championship game or the Olympic Games) and their favorite team has a high possibility of winning.
These correspond well with the antecedent state, i.e., a situation that influenced the psychological
mindset of the consumer that motivates his/her consumption behaviors (Shank, 2002). Only a few of
the respondents commented that media-related issues such as unavailability of cable or interruption
of their viewing experience by commercials negatively affected their watching sports on TV. Past
athletic experiences was another related variable that positively affected watching televised sport
events. Future studies may consider incorporating these individual, team, event, and media related
factors into close-ended survey instrument.
Limitations and Recommendations
Several limitations have been identified in this study. First, focusing on a sample of college students
may limit its generalizability to other population. Future studies may consider expanding to a
variety of other population. Second, in this study no distinction was made between the consumptions
of televised sport events on network TV and cable TV, two major outlets for sport media distribution.
As the distinction is associated with subscription cost and program availability, it would be
beneficial for future studies to distinguish the two and examine the uniqueness that may exist
between these two outlets. Lastly, since 60% of variance was unexplained by the motives factors in
the regression model, factors beyond those included in this study had undoubtedly influenced the
consumption of televised sport. Identifying these factors would be essential for future studies.
CONCLUSION AND IMPLICATIONS FOR MARKETING PRACTITIONERS
This study examined personal, social, and team motives associated with the consumption of televised
sports (CTS) while considering the moderating effects of market constraint variables. Along with
various socio-psychological theories (e.g., social identity theory and Maslow’s hierarchy needs theory),
the uses and gratifications (U and G) theory provided a foundation to guide the current study. This
audience-centered approach explains how people selectively choose a medium over others to fulfill
their various needs. Research findings in this study overall confirmed the notion that people
consume televised sports for the purpose of primarily satisfying personal needs (i.e., selfactualization). Weather and ticket availability were identified to be the situational constraints that
had negative impact on the CTS, indicating that media consumption is likely to be influenced by a
wide range of reasons as evidenced in the findings derived from the qualitative, follow-up
investigation of this study. This further revealed four conceptual themes: individual-related factors,
team-related factors, event-related factors, and media features. Because a few studies had
specifically focused motives and constraints of consuming televised sports, findings of this study
were constructive in further understanding sport media uses and effects. Practical implications of
the research findings in this study are specified below:
1. Corporations may consider using televised events of intercollegiate men’s team sports as a
communication opportunity (e.g., advertisement, sponsorship) to promote their products and
services to the consumer segment of college students. This implication is evidenced by the
findings of this study that team sports and men’s sports were most frequently watched on TV by
college students, and collegiate sports were watched more frequently than professional sports by
college students. Relatedly, it would be most effective to use various campus-oriented media
outlets (such as campus newspaper and ESPN U) to promote collegiate team and men’s sports to
reach college students.
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2. Programming of and through traditional sports is still the most effective way to reach a vast
majority of college students. This implication is evidenced by the fining that national and
traditional sports were watched more frequently on TV than local and extreme sports by collegeaged population while extreme sports have not become a mainstream for college students.
3. Tremendous marketing efforts are needed for media corporations and sport organizations to
promote college and professional women’s sports to college campuses as college students are
about to becoming a major consumer segment with discretionary resources. This implication may
contrast to the findings of women’s sports being the least frequently watched TV program in the
current study. In fact, many women’s sports continue to struggle to receive adequate media
coverage, which undoubtedly has influenced the availability of televised programs that
consumers have. It is likely that women’s sport will be better received when this structural
problem is removed.
4. When marketing televised sport programs to college students, it would be wise to emphasize on
satisfying human needs of self actualization. Highlighting winning or record breaking
performance, individual’s team identification, and emotional involvement in the communication
process may be effective mechanism. Fostering and promoting for team identification would be
essential tasks for a long-term success of sport organizations and media networks. These are
supported by the findings for the self actualization at the univariate level that were revealed in
the regression analysis and also previous studies (e.g., Earnheardt & Haridakis, 2008; Wann,
1997).
5. Telecasting companies and sport organizations may choose not to black out broadcasting an
event when the weather is bad and/or when tickets are sold out. This implication is supported by
the findings that bad weather and ticket unavailability positively influence the students’ general
consumption of televised sports.
6. A major principle of the uses and gratifications (U and G) theory is to adopt an audiencecentered approach to understand the needs and wants of consumers when programming
televised sport events. It would be always constructive for sport organizations and media
companies to seek consumer input first before developing a marketing mix. As indicated by
Zillman and Bryant (1985), televised sports viewers may be further divided into two distinctive
groups: passive and active audience. Consistent with Ruggiero’s (2000) active-role view, a
majority of the factors in the current study had the average score of higher than the mid-point.
In contrast, consistent with Ruggiero’s (2000) passive-role view and research findings of previous
studies (Kahle et al., 2001; Wann et al., 2000), self esteem boost is one of the major driving forces
of televised sports viewing.
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